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Partners for Healthy Babies 

Louisiana OPH: MCH & WIC 

• 1993 -response to high 

IMR/LBW

• Promoted  prenatal care 

& healthy behaviors 

during pregnancy

• Multi-media  health 

communication

• Project had major impact 

on early entry into 

prenatal care –now 6th in 

nation

• IMR/LBW – no change



Preconception Health Campaign 

Background

• 50% of all pregnancies are unplanned

• Unhealthy behavior prior to conception by both the mother 

and the father has a significant impact on the health of the 

baby

• Men and women planning pregnancy are more likely to 

understand the importance of pre-conception health and 

seek the advice of a medical professional

• Men and women not planning pregnancy are not aware of 

the importance of pre-conception health

From lit review



Communication Goal 
(for campaign from creative brief)

• Understand that general healthy behavior is important 

for own well being but also in case you or your partner 

becomes pregnant  

• The odds of accidental or unplanned pregnancy are 

high - so its important to be healthy – just in case



Audience

• Males and females between the ages of 18 

and 34 in Louisiana  (skewed toward younger & female)

• Not actively trying to get pregnant  



Current Perceptions 
(from lit review and data)

• Since they are not actively trying to have a baby, they 

are not thinking about pre-conception health, therefore 

messages about pre-conception will not catch their 

attention 

• Portions of this audience are more likely to smoke, 

drink, eat poorly, not exercise and not know the 

importance of taking folic acid, therefore making an 

unplanned pregnancy even more “dangerous”

• Most are not aware that 50% of pregnancies are 

unplanned 

• Many are not practicing proper birth control methods



The Challenge

• How do you reach an audience that does 

not believe that they are your audience?



Tone/Voice

• Stand out and speak their language, be 

unexpected 



Multifaceted 

Communication Tactics

• Sammy the Stork

• Mini Site with Videos

• Social Media 

• Street Teams

• In-bar Ad Placement

• Radio /TV Spots

• Interactive Ad Placement



Monitoring/Evaluation

Tactic Execution Metrics (process) Impact

Stork/Street Team

In Bar Ads

Interactive

Website

Radio/TV



Sammy The Stork

• Played primarily by a professional 

performer

• Appeared with the street team on 

occasion

• Featured in web, radio, and TV spots



Sammy the Stork



Sammy The Stork



Mini Site with Videos

http://www.thestorkreality.com


Sammy Vents to Ducks



Sammy On Cell Phone



Google Analytics

• 9,311 page views 

• 6,158 unique visits

• 2.15 Page views per visit

Sep 2009-Feb 2010







Social Media

• 253 followers on Twitter

• 352 friends and fans on Facebook

• 89 friends on MySpace

• 62 re-tweets and direct messages (creating 

conversations)

• 370,783 people have seen re-tweeted messages from 

Sammy

(thru Feb, 2010)



The In-Bar Ads

# of Bars

Alexandria 5

Baton Rouge 15

Lafayette 13

Lake Charles 5

Monroe 5

New Orleans/Thibodaux 43

Shreveport/Bossier 11

Total 97

October 1, 2009 - January 11, 2009



Women‟s 

Restroom Poster



Men‟s

Restroom 

Poster



Mirror Cling



Coasters



Lafayette
In-Bar Advertising



In-Bar Advertising

Monroe



In-Bar Advertising

Lake Charles



Shreveport/Bossier
In-Bar Advertising



The Radio

Radio Spot #1

Radio Spot #2

Radio Spot #3
Skip 

Ahead



The Radio

• 3 , 15-second spots

• August 31, 2009 - October 25, 2009

• 7 markets throughout LA

• 5040 : number of spots  purchased



Purchase Points

(% of total)

Purchase $

(% of total)
Number of Spots Reach Frequency

Alexandria 13.40% 6.70% 504 61.97 16.67

Baton Rouge 12.20% 22.60% 612 60.71 8.95

Lafayette 11.50% 17.70% 616 57.97 8.86

Lake Charles 8.90% 8.30% 544 54.8 7.23

Monroe 16.70% 3.50% 992 60.13 46.34

New Orleans 26.90% 31.50% 1228 62.61 19.11

Shreveport 10.40% 9.70% 544 59.98 7.74

Total 100.00% 100.00% 5,040 60.44 73.66



TV

• 1 , 30-second spot

• 2 week run ( Jan 2010)

• 7 markets throughout LA

• 5218 spots purchased on variety of networks

BET LIFETIME

MTV BRAVO

USA TBS



Interactive Ads



Interactive Ads



Interactive Ads



Valueclick (Banner Ad) Metrics

Placement Impressions Interactions Click Rate

728x90 2,667,362 1,344 0.05%

160x600 2,931,905 1,833 0.06%

300x250 3,638,701 2,580 0.07%

Totals 9,237,968 5,757 0.06%



Google Paid Search

• 9,013,785 impressions

• 4,496 clicks through to the Stork Reality website

October 12-December 19, 2009



Google Ad Words



Placement Impressions Interactions Click Rate

Google 9,013,785 4,496 0.05%

Value Click 9,237,968 5,757 0.06%

Totals 18,251,753 10,253 0.06%

Performance by Placement

As of December 19, 2009



The Street Team

• Conducted by Do It Outdoors

• Consistent Team Manager across 

markets

• 4-5 street team members per market



The Street Team

• Active from Sept. 18 to Nov. 14, 2009

• 9 markets - 14 event days

• Approximately 140 site visits

- Homecomings

- Festivals

- Bars

- A Gun Show

• Distributed approximately 15,000 postcards & 1,500 

t-shirts



T-shirts



Handouts



Alexandria/Boyce
Street Team



Lafayette
Street Team



Monroe
Street Team



Thibodaux  
Street Team  



Shreveport/Bossier
Street Team



“OMG! I heard about this program on the radio. This is so cool to see it in 

action.”

“You guys are awesome!  Are you hiring?”

“Will you be coming on a regular basis?”  

New Orleans Metro (I)
Audience Quotes

“I hope one knuckle head will get it through their thick skull how important 

this is.”





Lafayette
Audience Quotes

“This information is easy to digest.  I usually don‟t like people randomly 

handing out information, but you guys are so cool and the information is 

needed”

I‟m really shocked and thrown back by this kind of marketing. You guys 

are going to get everyone‟s attention and support. I love it. Thank you 

so much

“Our family was torn apart because of a child lost during an unhealthy 

pregnancy.”



Lafayette
Audience Quotes

“Please, please keep doing what you‟re doing.  I can‟t thank you enough.  I 

lost my granddaughter because my daughter was on drugs and smoked.”

“I know the scare. I lived it. My daughter died 3 months ago.  I think about it 

every day.It‟s a living hell because I know I‟m to blame.”

“I love that you guys are not shoving it down our throats.  Usually it‟s the 

churches out here preaching.”

“I‟m down all the way for healthy living for healthy babies. I really wish 

there were more people out here like you guys.  It just makes sense.”



“You guys should go to other states. I understand that the program is state-

run, but everyone needs to hear this in the manner that you‟re delivering 

it.”

“I am pregnant now and this is my boyfriend. We didn‟t 

plan this pregnancy and we‟re still not prepared for a baby, but 

because of our morals we decided to keep the child. I did smoke 

before I knew I was pregnant and I can only pray that this baby will 

be healthy. Keep doing what you girls are doing. Had I met you six 

months ago, I would have known differently.”

“I know a girl that‟s pregnant and smokes, but she hides it from us, 

so I‟m waiting to catch her so I can say „Stork Reality‟.”

Shreveport/Bossier
Audience Quotes



Pre/Post test

• Quantitative Research - Intercept Survey with  

structured questionnaire (7 minutes to administer) 

• Statewide (Bars)

• n = 413 (each)

• Post Test –Research Dates : Jan 15-31,2010



Few Highlights

Post-campaign unprompted 
awareness of advertising is 

high (56%)

Recall is good (over one-third) 
for key campaign messages

• “50% of all pregnancies are not 
planned” is the most frequently recalled 
(89%) by a wide margin

The  advertising is believable, 
meaningful, relevant, likeable 

and memorable

72% are Likely or Very Likely to 
share these messages with others

While over 2/3  say  they are now 
likely to practice most health 
behaviors, there is still room for 
improvement

• “Take a multivitamin” and “reduce stress” 
are both under 50%

“I will not practice any of these 
health behaviors” is at 7%



What‟s up next

• Assess implications of Pre/Post test & 
Tracking Studies

• Refine/Revise : Segment Audience, 
Messaging 

Monitoring 
and Evaluation

• Active (MCH needs- assessment driven) 
distribution outlets

• Passive – Partners that seek us out   

Extension 
Campaign

• Continue: Free 

• Facebook, MySpace,Twitter…recruit friends 
,followers etc. 

• Determine how to evaluate 

Social Media



Follow Sammy

On Facebook: 
http://www.facebook.
com/sammythestork

On Myspace: 
http://www.myspace.co

m/SammyTheStork

On Twitter: 
http://twitter.com/ 
SammyTheStork

http://www.facebook.com/sammythestork
http://www.facebook.com/sammythestork
http://www.myspace.com/SammyTheStork
http://www.myspace.com/SammyTheStork
http://twitter.com/SammyTheStork
http://twitter.com/SammyTheStork


Contact Me:

Karis Schoellmann

Director of  MCH 
Health Education/ 

Communiction

Louisiana 

OPH/MCH

1010 Common St , 
Suite 2710

NOLA 70112

kschoellmann@

yahoo.com


